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What  Not  to  Do 

Much  like  a  corporate  version  of  What  Not  to  Wear,  the  story  of  struggling 
retailer  J.C.  Penney  is  a  cautionary  tale  of  What  Not  to  Do  for  business  and 
IT  leaders  everywhere.  Pieced  together  from  financial  documents,  public 
transcripts  and  interviews  with  retail  and  management  experts,  our  cover 
story  (“Hanging  by  a  Thread,”  page  26)  is  a  case  study  of  a  company  tum¬ 
bling  from  one  management  disaster  to  the  next,  dragging  its  IT  strategy 
along  like  a  hostage. 

“Since  2011,  the  112-year-old  department  store  chain  has  lost  $3  billion 
as  two  different  CEOs  whipsawed  employees  and  customers  alike  with 
radically  different  business  strategies,”  writes  managing  editor  Kim  S.  Nash 
“Now  a  third  CEO  is  due  to  take  over  in  August.  Along  the  wayJ.C.  Penney ’s 
IT  group  has  seen  three  CIOs,  one  CTO  and  three  e-commerce  leaders.” 

These  damaging  bouts  of  executive  whiplash  have  meant  abandoned 
technology  projects,  half-baked  business  strategies  and  a  darkening  out¬ 
look.  “What  does  the  future  look  like  when  you  can’t  attract  future  shop¬ 
pers?”  one  retail  expert  asks.  (Company  executives  declined  to  answer 
Nash’s  questions  as  she  was  researching  and  writing  this  story.) 

But  beyond  the  missteps  and  misfortunes  of  one  retailer  are  some  classic 
warning  signs  that  any  enterprise  would  be  wise  to  heed.  They  raise  three 
big  questions  I  think  every  CIO  should  be  asking  today: 

Are  we  moving  fast  enough?  While  other  retailers  were  install¬ 
ing  new  technologies  to  keep  pace  with  mobile  customers  looking  for 
omnichannel  options,  J.C.  Penney  was  bogged  down  “by  hundreds  of  cus¬ 
tom  applications  whose  maintenance  ...  ate  up  95  percent  of  the  $400 
million  IT  budget,”  Nash  writes. 

Do  we  understand  what  our  customers  want?  J.C.  Penney  customers 
didn’t  want  the  iPad-enabled  “shopping  experience”  one  CEO  dreamed  up. 
They  wanted  bargain-priced  clothing  and  easy  checkout. 

How  well  do  we  manage  change?  Retail  management  experts  give 
Penney’s  a  failing  grade  for  pushing  through  changes  that  weren’t  care¬ 
fully  considered,  like  tagging  clothes  with  RFID  sensors  that  were  easily 
thwarted  by  shoplifters,  thus  driving  up  inventory  losses  from  theft. 

Reading  this  story  will  make  your  heart  ache  a  bit  for  the  IT  organiza¬ 
tion  caught  in  the  churn  of  a  flailing  business  strategy.  Some  elements  may 
remind  you  of  your  own  company’s  troubles.  If  that’s  the  case,  maybe  your 
CEO  should  be  reading  it,  too. 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


Rescuing  the  CMO 

Chief  marketing  officers  are  drowning 
in  a  sea  of  new  digital  marketing 
products  and  services  from  nearly  3,000 
vendors.  But  there's  little  evidence  that 
CIOs  are  coming  to  the  rescue.  That  needs 
to  change,  according  to  a  study  by  the  CMO 
Council.  "There's  a  very  strong  argument 
that  marketers  need  to  be  much  more 
aligned  and  attached  with  the  CIO," 
says  Donovan  Neale-May,  executive  direc¬ 
tor  of  the  council.  He  says  CIOs  should  step 
up  and,  at  minimum,  help  CMOs  by  applying 
their  expertise  in  "sourcing,  selecting 
and  deploying"  technology  to  make  sure 
marketing  technology  achieves  business 
results,  www.cio.com/article/2836325/ 

Developers  in  Demand 

The  emergence  of  next-generation  social, 
mobile,  analytic  and  cloud  technologies  has 
sparked  a  war  for  software  developers 
who  are  able  to  continue  the  fast  pace  of 
innovation,  says  CIO.com  columnist  Ber¬ 
nard  Golden.  Rivals  in  the  cloud  service  mar¬ 
ket  will  be  snapping  up  developers  as 
fast  as  they  can,  much  like  the  current  bat¬ 
tle  for  mobile  app  developers.  Enterprises 
will  need  to  aggressively  try  to  hire  hotshot 
developers  with  the  latest  skills,  while  also 
undertaking  a  "mini  Manhattan  Project" 
to  retrain  their  existing  developers  to 
handle  the  latest  technologies,  www.cio. 
com/article/2825059/developer/ 

Correction 

Due  to  an  editing  error,  the  story  "Farm- 
Fresh  Data"  in  the  October  issue  incorrectly 
described  Stonyfield  Farms  as  a  privately 
held  company,  Stonyfield  is  majority-owned 
by  Groupe  Danone,  a  public  company  based 
in  France. 


Compiled  by  Executive  Editor  Mitch  Betts. 
Have  a  comment  about  a  story  in  this  issue 
of  CIO  magazine?  Go  to  www.cio. com/ 
magazine/issue/20141201  or  write  to 
ietters@cio.com. 


DECEMBER  1,  2014  www.cio.com 


PHOTO  BY  ANDREA  WINCHENBAUGH 


SUPERMICR 


mmm 


Up  to  4  PCI-E  SSDs  •  Four  or  Two  Hot-Pluggable  Nodes  in  2U 


Supports  up  to:  18  Cores  and  145WTDP  Intel®  Xeon®  processor  E5-2600  v3  Product  Families 
1TB  DDR4-2 133MHz  in  16  DIM  Ms  •  SAS  3.0  (12Gbps)  •  12  HDDs/1  U  •  10GBase-T/ FDR  IB 
NVMe  •  Redundant  Titanium/Platinum  Level  Digital  Power  Supplies 


*  »  1  Th 

inside 

XEON* 


Four  or  Two  hot-pluggable  Systems  (Nodes)  in  a  2U  form  factor. 
Each  Node  supports  up  to: 


1TB  DDR4-21 33MHz  memory  in  1 6  DIMM  slots 
1  PCI-E  3.0x1 6,1  PCI-E  3.0x1 6"0"slot;  and  1  PCI-E  3.0x8  slot  (TwinPro™) 

8  SAS  3.0  (1 2Gbps)  ports  with  LSI®  3108/3008  controller,  with 
optional  SuperCap  (CacheVault) 

8  SATA  3.0  (6Gbps)  ports  with  Intel®  C61 2  controller 
4  ports  NVMe 

1 2  (T winPro)  or  6  (TwinPro2)  hot-swap  2.5"HDD  bays  per  Node 

FDR  (56Gbps)  InfiniBand,  Dual  1 0GBase-T  or  Dual  Gigabit  Ethernet  LAN  options 

Redundant  Titanium  (96%+) /Platinum  (95%+)  Level  Digital  power  supplies 

Integrated  IPMI  2.0  plus  KVM  with  dedicated  LAN 

GPU/Xeon  Phi™,  SATA-DOM  and  MSATA  support 

Up  to  1 8  Cores  and  145WTDP  dual  Intel®  Xeon®  Processor  E5-2600  v3  product  family 


TwinPro™ 

SYS-2028TP-D  Series 
SYS-6028TP-D  Series  (NVMe) 


Digital! 


WeP  wer  the  Cloud 


www.supermicro.com/TwinPro 

©  Super  Micro  Computer,  Inc.  Specifications  subject  to  change  without  notice. 

Intel,  the  Intel  logo,  Xeon,  and  Xeon  Inside  are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  US.  and/or  other  countries. 
All  other  brands  and  names  are  the  property  of  their  respective  owners. 


SIMM  #  jfHjk 

TwinPro^ 

SYS-2028TP-H  Series 
SYS-6028TP-H  Series 


SMCI-20140616  - A 


PHOTO  BY  LYNN  HOLMLUND 


CIO 


FROM  THE  CEO 


The  Shape  of  2015 

"Futurology  has  always  bounced  around  between  common  sense,  non¬ 
sense  and  a  healthy  dose  of  wishful  thinking.”  That’s  how  a  2012  Scientific 
American  article  summed  up  the  history  of  prediction.  Our  compelling 
annual  urge  to  predict  the  future  traces  back  to  the  ancient  Greeks  and 
their  Delphic  Oracle— so  who  am  I  to  argue  with  such  venerable  tradition? 
Here’s  my  top  10  countdown  for  the  shape  of  our  industry  in  2015: 

10.  Tech  companies  will  continue  splitting  apart  as  Symantec,  HP  and 
eBay  have  already  done.  EMC,  CA,  BMC  and  Xerox  seem  to  be  next  in  line. 

9.  Boards  will  get  (even  more)  paranoid  about  security.  The  aftershocks 
of  the  Target  data  breach  are  still  shaking  up  boards  of  directors.  I  see  more 
CEOs  getting  fired  alongside  their  CIOs. 

8.  New  enterprise  IT  competitors  will  multiply  as  the  digital  economy 
takes  shape.  Just  as  Amazon.com  and  Google  leveraged  their  technology 
prowess  beyond  the  consumer  space,  so  too  will  Netflix,  Uber  and  Facebook. 

7.  UX  joins  the  list  of  core  competencies  for  CIOs.  A  great  user  expe¬ 
rience  in  mobile,  design  and  social  engagement  will  determine  business 
value. 

6.  Data  becomes  the  new  world  currency  for  industry  leaders,  while 
most  companies  continue  to  drown  in  data  rather  than  reap  the  benefits. 

5.  CDOs  grab  the  spotlight.  As  the  past  year’s  focus  on  CIO-CMO 
dynamics  wanes,  chief  digital  officers  and  chief  data  officers  will  push  for¬ 
ward  into  the  CIO’s  domain. 

4.  Geopolitical  borders  will  slow  the  growth  of  the  digital  economy. 
Expect  governments  worldwide  to  exercise  greater  control  and  create  regu¬ 
lations  challenging  the  “openness”  of  the  Web. 

3. 3D  printing  becomes  a  disruptor.  Homes,  guns  and  body  parts  were 
just  the  first  wave.  Watch  as  3D  printing  disrupts  traditional  industries 
like  manufacturing. 

2.  The  digital  economy  will  shake  up  the  world  economy  as  the  mobile, 
social,  data-driven  Web  undermines  once-successful  business  models.  Case 
in  point:  Prime  Minister  Alexander  Stubb  of  Finland  blames  Apple’s  suc¬ 
cess  (and  Nokia’s  downfall)  for  his  country’s  economic  woes. 

1.  The  CIO  role  evolves  and  elevates.  IT  leadership  rises  to  the  challenge 
and  masters  the  business  demands  around  everything  from  the  customer 
experience  to  digital  security.  (That  one  is  my  favorite.  Happy  New  Year!) 


Michael  Friedenberg,  CEO 

mfriedenberg@idg.com 
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Four  Pillar  Research  from  Just  One  Company 


Mobility 


to 


Knowing  the  trends  in 

MOBILITY 


Henry  Ford  did  and  so  do  we. 

Our  global  research  team  covering  mobility  advises  organizations  around  the  world  on  how  they  can 
expand  their  reach  through  an  effective  mobile  strategy.  We  can  help  you  address  some  of  the  most 
pressing  business  and  technology  decisions  by  helping  you: 

•  Assess  your  current  mobile  competency  and  maturity 

•  Benchmark  your  mobile  strategy  against  your  peers’ 

•  Evaluate  mobile  technology 

•  Short-list  your  mobile  suppliers 
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TIPS  &  TAKEAWAYS  FROM  CIO  MAGAZINE  EVENTS 


How  to  Think  Like 
a  Board  Director 

Adam  Hartung  has  some  strange  advice  for  CIOs  who 
step  in  front  of  their  boards  of  directors. 

“Don’t  try  to  convince  them  you’re  a  good  CIO,”  he  said 
at  our  recent  CIO  Perspectives  Chicago  event.  “They’re  not 
evaluating  you.  The  mind  of  the  board  is  on  ‘What  do  we 
need  to  do  next?”’ 

Hartung  is  managing  partner  of  Spark  Partners  and  a 
member  of  the  National  Association  of  Corporate  Direc¬ 
tors.  He  told  CIOs  that  “status  quo  risk”  is  the  greatest 
danger  companies  face  today.  “Steve  Ballmer  laughed  at 
the  iPhone.  It’s  easy  to  discount  the  future,”  he  noted.  “Your 
role  [as  CIOs]  is  to  force  people  to  look  ahead.” 

Thinking  like  a  board  director  means  managing  future 
risk,  he  said.  CIOs  can  be  especially  helpful  to  their  boards 
by  taking  a  future-oriented  stance,  paying  close  attention 
to  new  competitors,  supporting  disruptive  technologies 
and  promoting  exploratory  projects. 

“Managers  focus  on  running  a  business  today.  The 
board’s  job  is  to  focus  years  out,”  Hartung  said.  “Help  them 
have  that  conversation  about  preparing  for  the  future.” 

-Maryfran  Johnson 


Themind 
ofthe 
board  is 
on 'What 
do  we 
need to 
do  next?' 

-ADAM  HARTUNG, 
MANAGING  PARTNER, 
SPARK PARTNERS 
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Tchad  Rogers, 

IT  Director,  Massachusetts 
Convention  Center  Authority 

Millennial 

Mindset 

You've  worked  at  six 
different  companies  in 
your  career.  Are  you  a  job 
hopper? 

If  you  come  from  the  baby 
boomer  generation,  then  you 
probably  would  label  me  as 
a  job  hopper.  But  the  crux  of 
the  matter  is  that  millenni- 
als  want  to  feel  like  they  are 
having  a  profound  impact  in 
whatever  they  are  doing. 


In  my  career,  there  were 
acquisitions  and  opportuni¬ 
ties  that  came  my  way.  I 
owned  my  own  company  in 
2007  [but]  it  was  bad  timing 
and  everything  fell  apart.  So 
we  wrapped  up  shop  and  I 
went  back  to  school.  There 
were  times  where  it  wasn't 
necessarily  job  hopping. 

Does  your  familiarity 
with  technology  give  you 
an  edge  at  your  job? 

The  difference  is  that  people 
that  grew  up  with  technology 
are  comfortable  just  going 
in  and  trying  it.  Frequently 
that  gets  translated  [by  other 
generations]  to  mean  that 
we  don't  care  about  project 
planning  or  reading  a  manual. 

With  consumertechnol- 
ogy,  we've  grown  up  with  it 


and  it's  designed  to  not  need 
a  manual,  so  we  jump  right 
in.  But  in  corporate  IT,  mil- 
lennials  new  to  the  market 
very  quickly  can  get  in  over 
our  heads  because  we  don't 
know  how  to  plan  things, 

What  kind  of  feedback  do 
you  look  for? 

We  want  to  feel  like  we're 
making  a  difference.  If  you 
embrace  a  learning  culture, 
most  people  will  respond  to 
that.  Boomers  are  uncom¬ 
fortable  with  critical  feed¬ 
back  from  direct  reports.  But 
that  360-degree  feedback  is 
critical  to  us  [as  millennials]. 
Providing  feedback-but 
making  it  safe  for  me  to  get  it 
from  employees,  too-is  criti¬ 
cal  to  our  mission  success. 

-Lauren  Brousell 


PROBLEMSOLVERS 


On  the  CIO's  role  in  digital: 

"Educate  the  [C-suite]  on  what's 
possible  and  what  it's  worth.  The  big¬ 
gest  role  of  the  chief  of  anything  is  to 
move  the  company's  understanding," 
-James  MacLennan, 
SVP  &  CIO,  IDEX 

On  the  value  of  simplicity: 

"IT  is  often  a  failure  when  the 
perceived  value  of  the  technology 
is  high  but  it's  too  hard  to  use  and 
requires  too  many  clicks," 

-TedSchadler,  VP  and  principal 
analyst,  Forrester  Research 

On  finding  value  in  IT  work: 

"The  most  important  relationship 
is  between  employee  meaning  and 
sustainable  innovation.  It's  a  syn¬ 
ergy  that  achieves  great  things  and 
makes  people  think  they  are  part  of 
something  great." 

-Peter  Weis,  Global  CIO, 
Matson  Navigation 
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seamless  identity  management  and  physical  access 
...in  one  solution 

SAFE  is  an  innovative  software  solution  that  integrates  diverse 
security  systems  with  identity  management  onto  a  unified 
policy-based  platform.  SAFE  ensures  that  every  employee, 
contractor,  vendor  and  visitor  has  clearly  defined  and  controlled 
access  privileges.  And  SAFE  is  fully  automated  with  comprehensive 
management  and  reporting  features.  It’s  the  most  efficient  way 
to  manage  the  lifecycle  of  identities  and  their  access  across 
your  enterprise  in  order  to  maintain  compliance  24/7.  Make 
your  world  SAFE  with  Quantum  Secure. 

quantumsecure.com  •  info@quantumsecure.com 
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Support  Mobile  Work 

Tips  for  boosting  collaboration  among  your 
on-the-go  employees 


1  Ensure  cross-platform  compatibility.  Make 
it  easy  for  employees  to  collaborate  and  share 
files  on  any  device,  whether  it  runs  on  Windows, 
OS  X,  iOS  or  Android,  by  using  compatible  software 
that  doesn't  require  clumsy  workarounds. 


How  should  I 
prepare  for  media 
interviews? 


2  Embrace  videoconferencing  and  video 
chat.  The  cost  of  enterprise  videoconferencing 
has  come  down,  but  if  you  can't  afford  that,  try 
holding  meetings  as  Google  Hangouts, 


3  Use  a  cloud-based  project-management 
tool.  Using  a  central,  online  workspace  to  track 
deadlines  and  deliverables  is  the  most  efficient 
way  to  keep  team  members  in  the  loop. 

-Jennifer  Lonoff  Sell  iff 


For  more  tips,  see:  www.do.com/article/2376659 
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book  The  Mobile  Mind  Shift 

By  Ted  Schadler,  Josh  Bernoff,  Julie  Ask 

Forrester  Research  analysts  help  you  figure  out 
how  your  company  can  make  money  from  “the 
mobile  moment”— that  time  when  consumers 
and  employees  pull  out  their  smartphones  and 
want  to  get  something  done,  immediately,  no 
matter  where  they  are.  Traditional  CIOs  will 
need  to  think  in  new  ways.  Groundswell Press,  $25 


WORTH 

READING 


ALWAYS  prepare  not.just  how  you'll  explain 
the  points  you  intend  to  make-in  the  interview, 
but  also  how  you'll  illustrate  them.  There  are 
three  methods  of  illustration:  citing  a  specific 
or  hypothetical  example,  telling  a  relevant 
story,  or  a  sharing  a  revealing  data  point.  Some 
CIOs  do  a  thorough  job  of  lining  up  their  theo¬ 
retical  and  abstract  talking  points  in  advance 
but  end  up  leaving  the  illustrative  content 
to  ad-libbing.  This  may  result  in  the  illustra¬ 
tions  getting  shortchanged,  which  could  be 
a  wasted  opportunity  since  stories  are  often 
more  memorable  than  facts. 

SOMETIMES  it's  OK  to  mention  another  com¬ 
pany  by  name  during  a  media  interview  if 
your  organization  is  in  partnership  with  them 
or  collaborating  on  a  project  or  philanthropic 
initiative.  Otherwise,  stay  away  from  talking 
about  competitors  or  slamming  them  in  any 
way  in  a  media  interview.  If  you  say  some¬ 
thing  critical  about  another  company,  it  could 
overshadow  the  main  narrative  you  want  as 
the  focus  of  the  reporter's  story. 

NEVER  kid  yourself  that  a  reporter  is  engag¬ 
ing  you  in  casual  conversation.  From  the 
moment  you  shake  their  hand  to  the  moment 
you  say  goodbye,  everything  you  say  should 
be  quotation-friendly.  Chatting  while  you're 
walking  a  reporter  to  the  coat  closet  is  every 
bit  as  much  a  quote-gathering  opportunity  for 
them  as  the  formal  interview.  In  my  reporting 
days,  one  of  my  goals  was  to  have  the  tone 
and  feel  of  my  get-to-know-you  chitchat  carry 
over  to  my  first  interview  question. 


Bill  McGowan  is  founder  and  CEO  of  Clarity  Media 
Group,  a  two-time  Emmy  Award-winning  cor¬ 
respondent  and  author  of  Pitch  Perfect:  How  to 
Say  It  Right  the  First  Time,  Every  Time. 
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To  serve  your  customers  better,  you  need  to  connect  everything  from  your  assembly  lines  to  your  product  and  checkout  lines. 
Verizon  delivers  connected  solutions,  cloud,  security  and  America's  largest  4G  LTE  network  to  help  you  make  the  powerful 
connections  to  do  just  that. 

Learn  more  at  verizon.com/engage 


A  THOUSAND  NEW  PRODUCTS.  MULTIPLE  WAREHOUSES.  DOZENS  OF  STORES. 

ALL  CONNECTED  TO  HELP  MANAGE  INVENTORY  AND 


MEET  CUSTOMER  DEMAND 


Network  details  &  coverage  maps  at  vzw.com.  ©  2014  Verizon  Wireless, 
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CIO  FORUM 

on  Linked  H 


Link  to  more  than  53,000 
members  of  the  CIO  community. 


The  CIO  Forum  is  where  members  of 
the  CIO  community  can  connect  and 
collaborate  to  move  their  business 
technology  initiatives  and  careers 
forward.  If  you  are  a  senior  IT 
professional,  we’d  love  to  have  you  join — 
apply  for  membership  today. 

Visit  www.cio.com/Linkedln 


ILLUSTRATION  BY  ANASTASIA  VASILAKIS 


innovation  and  business  value 


. *2%  Growth  in  the  use  of  business  intelligence  data  on  mobile  devices 

over  last  year,  as  mobile  BI  adoption  slows.  Business  Application  Resource  Center  •••••• . . 


Think  Like  a  VC 

Tap  into  the  venture  capital  world  for  insights  about  future 
technology  and  marketing  trends  by  lauren  brousell 

CIOs  who  work  with  venture  capitalists  can  spot  the  next  big  technology  for  competitive  advan¬ 
tage.  The  trick  is  to  overcome  traditional  thinking  about  vendors  and  product  rollouts  and  other 
long-held  beliefs  about  how  to  buy  IT.  Here  are  four  tenets  for  scouting  the  VC  world  for  fresh  ideas. 

ILook  at  Cloud  Computing  Like  a  Futurist 

The  cloud  is  entering  its  “second  front,”  says  Michael  Skok,  a  partner  at  North  Bridge  Venture 
Partners.  No  longer  is  cloud  computing  just  a  way  to  host  HR  or  CRM  systems.  “It’s  the  one  [tech¬ 
nology]  that  enables  all  the  others,”  Skok  says,  referring  to  social,  mobile  and  analytics.  He  cites 
the  emergence  of  Uber,  a  company  upsetting  the  traditional  taxi  business  with  on-demand  rides, 
as  a  prime  example.  Cloud-enabled  disruption  is  far  from  over,  he  says,  so  CIOs  should  continue 
to  pay  close  attention.  ►► 
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2  Prepare  to  Move  Faster 
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Brook  Colangelo,  CTO  at  Houghton 
Mifflin  Harcourt,  is  focused  on  simplifying 
the  publisher’s  IT  environment.  Deploying 
enterprise  technology  can  take  many  hours  of 
setup  and  training.  But  employees  are  used  to 
consumer  devices  and  now  expect  IT  at  work 
to  be  as  easy  to  learn  and  use  as  their  own 
gadgets.  “I  can’t  do  day-long  trainings  on 
new  tool  sets  now,”  Colangelo  says.  “It’s  got 
to  be,  you  can  pick  it  up  and  go  and  move  fast.” 

And  if  a  new  technology  doesn’t  work,  Col¬ 
angelo  wants  to  be  able  to  replace  it  quickly. 

The  products  that  get  his  attention  aren’t 
necessarily  those  from  well-known  ven¬ 
dors;  they’re  whatever  is  easiest  to  use.  CIOs 
should  deliver  new  functionality  every  three  months,  and  “you 
can’t  do  that  if  you  have  an  18-month  selection  process,”  he  says. 

Colangelo  urges  even  established  vendors  to  release  new  prod¬ 
uct  versions  as  technology  evolves.  “Deliver  it  quickly,  iterate  and 
change,”  he  says.  “This  is  a  demand  based-economy  and  that  goes 
for  vendors,  too.”  He’s  serious  about  building  an  iterative  organi¬ 
zation:  “I’m  not  signing  a  five-year  deal  again,”  he  says. 

3  Put  Customers  First 

Skok  advises  CIOs  to  consider  what  customers  want.  “The 
great  companies  understand  the  customer  mindset,”  and  IT 
startups  should  do  that,  too,  he  says.  “I  try  to  invest  in  compa¬ 
nies  [that]  understand  the  business  problem  of  the  CIO.” 

Smart  CIOs  look  for  startups  that  not  only  present  interest¬ 
ing  products  but  also  have  a  plan  for  how  the  two  of  you  will 
build  a  unique  relationship. 

Don't  ignore  Open  Source 

Some  CIOs  distrust  open-source  tools  as  unsecure  or 
perhaps  troublesome  in  terms  of  licensing,  but  open-source 
technology  attracts  bright  young  minds  to  an  IT  staff,  Skok  says. 
“Gen  X  and  Gen  Y  care  about  making  a  difference,”  he  notes.  “If 
you  want  to  retain  the  best  developers,  they’re  going  to  want  to 
contribute  to  open-source  projects.” 

Such  projects  can  be  a  competitive  differentiator,  and  they 
offer  developers  a  way  to  create  a  personal  brand,  Skok  says, 
adding,  “many  enterprises  are  now  getting  kudos  for  the  fact 
that  they’ve  contributed  to  [open-source]  projects.” 

Lauren  Brousell  is  a  senior  writer.  Follow  her  on  Twitter:  @lbrousell. 


What  Frustrates  IT  Pros  the  Most 

How  can  you  retain  the  best  IT  workers?  Give  them  a  defined 
career  path,  achievable  goals  and  training  opportunities. 


IT  pros:  What  causes  the  most  frustration  on  the  job? 


Few  opportunities  for  advancement 


Unmanageable  workload 


45% 


43% 


5  Few  opportunities  to  learn  new  skills 

1 

SOURCE:  Robert  Half  Technology  \ 

survey  of  2,300  IT  workers  in  ] 

North  America,  October  2014 
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Web  Course 
Trains  Data 
Scientists 

When  it  comes  to  big  data  projects,  the  No.  1 
challenge  is  hiring  data  scientists  or  retrain¬ 
ing  internal  staffers  to  take  on  the  role.  To 
address  that  need,  Booz  Allen  Hamilton 
recently  released  Explore  Data  Science,  a 
browser-based  training  program  that  pro¬ 
vides  anyone  who's  taken  a  high  school  sta¬ 
tistics  class  with  hands-on  experience  in  data 
science  techniques  such  as  clustering,  regres¬ 
sion  and  genetic  algorithms. 

The  self-paced  course  offers  more  than  40 
hours  of  content  featuring  gamification  ele¬ 
ments  that  guide  students  through  increas¬ 
ingly  advanced,  scenario-based  challenges. 

Students  face  32  distinct  "missions"  in 
which  they  code  in  Python  to  transform  raw 
information  into  business  insights.  When 
they  complete  a  level,  they  earn  points, 
awards  and  badges  that  they  can  share  on 
social  media. 

The  firm  initially  created  the  training  pro¬ 
gram  for  internal  use,  but  clients  who  saw  it 
asked  that  it  be  made  more  broadly  available, 
says  Peter  Guerra,  a  principal  in  the  consult¬ 
ing  firm's  Strategic  Innovation  Group. 

-Thor  Olavsrud 
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. . 86%  Business  travelers  who  deem  free  Wi-Fi  as  very  or  somewhat 

important  when  booking  a  hotel  for  business  travel.  Expedia . ••••••• . . 
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IT'S  NOT  ABOUT  YOU. 

IT'S  ABOUT  YOUR 
CUSTOMER. 


Customer  service  -  it's  all  about  respecting  choice.  You  can't 
require  customers  to  communicate  on  your  terms.  Especially  with 
the  channel  they  use  to  contact  your  service  center  -  web  chat, 
phone,  email,  SMS,  social  media,  or  even  smart  phone.  With 
preferences  moving  toward  digital  communications,  customers 
expect  a  quality  experience  across  all  touch  points. 

Give  your  customers  fast,  consistent,  and  personalized  service 
-  regardless  of  how  they  choose  to  contact  you.  With  Customer 
Interaction  Center™  (CIC),  it  doesn't  matter  what  channel  your 
customer  chooses.  The  interaction  will  be  routed,  monitored, 
recorded  and  reported  on,  because  all  channels  are  fully  supported 
on  our  all-in-one  solution. 

Each  customer  is  unique.  Each  customer  expects  choices.  CIC  helps 
ensure  you  deliver  an  exceptional  customer  experience  on  every 
channel,  every  time. 


Interactive  Intelligence' 

Deliberately  Innovative 


www.imn.com 
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WOLTERS  KLUWER  CORPORATE  LEGAL  SERVICES 

Uncovering  Sales  Opportunities 


BY  STEPHANIE  OVERBY 


THE  PROJECT  ::  Deploy  a  mobile  sales  analytics  applica¬ 
tion  to  identify  untapped  sources  of  revenue. 

THE  BUSINESS  CASE  ::  Wolters  Kluwer  Corporate  Legal 
Services  has  been  a  leader  in  legal  and  compliance  services 
since  its  founding.  But  rather  than  simply  maintain  that 
position,  executives  in  the  175-year  old  company  wanted  to 
use  data  analytics  to  uncover  untapped  growth  opportuni¬ 
ties.  “We  wanted  to  create  a  data  scientist  mindset  through¬ 
out  the  company,”  says  Sandeep  Sacheti,  vice  president  of 
customer  insights  and  operational  excellence  at  Wolters 
Kluwer  Corporate  Legal  Services.  The  company  provides 
software  and  Web  tools  to  support  legal  and  financial  pro¬ 
fessionals  in  their  efforts  in  the  areas  of  corporate  com¬ 
pliance  and  transactions,  due  diligence,  law  department 
management  and  trademark  management. 

FIRST  STEPS  ::  In  2012,  the  company  started  a  pilot 
within  sales,  the  function  most  likely  to  gain  from  data 
analysis.  “We  wanted  to  change  the  sales  culture  from  a 
farming  mindset  to  hunting  mindset,”  says  Sacheti.  “We 
needed  to  overcome  the  mentality  that  we  already  knew 
everything  we  needed  to  know  about  our  customers.” 

First  they  segmented  law  firms— a  key  part  of  the  cus¬ 
tomer  base— by  determining  the  revenue  potential  for  each 
and  what  products  each  would  be  most  likely  to  buy. 

Next  came  a  micro  pilot  with  four  sales  team  leaders 
who  craved  real-time  customer  intelligence.  “The  tradi¬ 
tional  approach  was  to  give  a  lead  list  to  sales  and  let  them 
run  with  it,”  Sacheti  says.  “But  our  customers’  needs  are 
constantly  changing.  To  be  effective,  sales  has  to  be  on  top 
of  what’s  going  on.”  They  wanted  timely  access  to  transac¬ 
tions  as  well  as  market  intelligence— what  new  deals  the 
firm  was  pursuing,  what  new  clients  it  had  signed.  “We 
wanted  salespeople  to  be  on  the  street  knocking  on  doors, 


not  tethered  to  their  computer  prepping  for  their  next 
meeting,”  Sacheti  says.  “The  app  provides  full  visibility 
into  a  particular  customer.” 

what  they  DISCOVERED  ::  Before  this  project,  "the 
notion  was  that  we  knew  our  customers  well,  and  ana¬ 
lytics  couldn't  compete  with  that  intimacy,"  says  Sacheti. 
"And  that  was  true  for  someone's  top  10  customers.  But 
for  the  rest  of  the  thousands  of  customers,  the  knowl¬ 
edge  was  quite  dated." 

Customer  data  analysis  revealed  that  certain  custom¬ 
ers,  whom  the  sales  team  had  all  but  written  off,  deserved 
a  second  look.  Sacheti's  team  discovered  a  small  group 
of  customers  heavily  involved  in  mergers,  acquisitions 
and  restructuring  that  weren't  taking  advantage  of  many 
Wolters  Kluwer  products.  "Forthem,  speed  was  incredibly 
important,"  Sacheti  says.  "Their  job  is  to  get  the  [M&A] 
deal  done  when  they  need  to  get  it  done,  even  if  that's 
midnight  on  Saturday."  But  Wolters'  service  center  deliv¬ 
ered  only  one-size-fits-all  service  during  regular  business 
hours.  Once  business  leaders  saw  how  much  revenue  was 
being  left  on  the  table,  they  assigned  a  specific  service 
professional  to  each  deal-making  client.  "That  person 
now  serves  them  from  cradle  to  grave,"  says  Sacheti. 

Within  a  year  of  deploying  the  analytics  system  and 
mobile  application,  that  segment's  revenues  grew  five¬ 
fold  and  its  Net  Promoter  Score-a  measure  of  how  likely 
it  is  that  customers  will  recommend  Wolters  to  others- 
jumped  20  points,  he  says. 

The  company  is  now  expanding  its  use  of  analytics 
across  the  enterprise,  and  all  functions  are  reorganizing 
around  customer  segments.  "The  sales  function  was  only 
the  beginning,"  Sacheti  says. 

Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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Introducing  cordless  SIP  phones  and  conference  phones  with  wireless  mics  from  VTech — the  #1  manufacturer  of 
cordless  phones  in  the  world,  with  over  20  years  of  experience  and  40  million  handsets  shipped. 
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Kiss  the  cords  goodbye  with  VTech  business  phones. 
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►  BUSINESS  STRATEGIST 


How  to  Get  Along  With  the  CFO 

Figure  out  which  financial  metrics  really  matter  and  manage 
expectations  about  IT  risk  by  david  mclaughlin 


CFOs  are  usually  quick  to  judge  whether  they 
think  IT  is  successful  or  not,  so  it’s  important 
to  understand  their  perspective  on  IT— inside 
and  out.  They  tend  to  pepper  CIOs  with  ques¬ 
tions  like  these:  What  technologies  do  other 
companies  in  our  industry  use?  Should  we  change  sys¬ 
tems?  How  can  we  be  more  productive 
and,  at  the  same  time,  save  money  on  IT? 

Why  is  it  taking  so  long  to  finish  that  email 
migration?  Why  are  we  still  buying  servers 
and  maintenance— isn’t  everything  in  the 
cloud?  Should  we  consider  this  vendor  or 
that  technology? 

Those  are  all  good  questions,  but  CIOs 
would  be  better  off  having  conversations 
with  the  CFO  that  explain  some  fundamen¬ 
tal  realities  about  IT  and  help  to  manage 
expectations.  Those  conversations  should 
cover  the  following  ground: 

Make  sure  your  CFO  understands  the  typical 
risk/return  profile  of  IT  projects  and  how  you  plan  to 
manage  the  risk.  Most  CFOs  think  (as  they  should)  that 
a  dollar  invested  should  produce  a  dollar  plus  a  specific 
risk- adjusted  return.  It’s  how  they  think  about  any  invest¬ 
ment,  whether  it’s  acquiring  manufacturing  equipment, 
buying  real  estate  or  completing  an  acquisition.  But  IT  has 
a  challenging  risk/reward  profile  that  is  frustrating  to  some 
CFOs.  Technology  projects  are  frequently  problematic. 
Standish  Group  says  that  53  percent  of  IT  projects  overrun 
their  budget  and  timeline,  while  31  percent  are  cancelled. 
IT  projects  tend  to  be  expensive,  often  riskier  or  harder  to 
manage  than  initially  expected.  The  return,  in  many  cases, 
can  be  difficult  to  measure  in  the  near  term. 

Those  aren’t  the  kind  of  hard  facts  a  CFO  is  looking  for 
in  an  investment,  so  make  sure  your  colleague  is  aware  of 
these  typical  IT  challenges  and  how  you  plan  to  address 
them.  This  should  improve  communication. 

Know  your  capital  and  operational  expense  num¬ 
bers,  and  how  they  compare  to  those  of  similar  compa- 


Learn  what  the 
CFO  is  typically 
asked  by  the 
CEO,  the  board 
of  directors 
and  investors- 
then  figure  out 
IT's  impact  on 
those  metrics. 


nies  in  your  industry.  Having  a  good  grasp  of  how  your  IT 
spending  compares  to  others’  takes  a  bit  more  homework 
than  just  benchmarking.  Being  below  benchmarks  may 
seem  attractive  to  a  CFO,  but  it  may  mean  underinvest¬ 
ment  in  IT  and  signal  greater  costs  down  the  road.  Being 
above  benchmarks  may  seem  inefficient,  but  may  represent 
investment  in  corporate  growth  or  regula¬ 
tory  compliance.  Know  the  specifics  behind 
the  numbers. 

Know  the  company's  key  business 
metrics  and  how  IT  contributes  to  them. 
If  your  company  is  in  manufacturing, 
for  example,  you  should  know  the  sales 
goals  and  performance,  average  produc¬ 
tion  rates,  cost  per  unit,  labor  rates  and 
other  key  measures.  Learn  what  the  CFO 
is  typically  going  to  be  asked  by  the  CEO, 
the  board  of  directors  and  investors— then 
figure  out  IT’s  impact  on  those  metrics.  Pre¬ 
pare  the  CFO  with  the  answers  to  those  questions  before 
they  get  asked,  and  specifically  cover  what  you’re  doing  in 
IT  to  improve  business  performance. 

Understand  the  trends  in  your  industry  and  how  IT 
will  help  your  company  meet  future  needs.  CIOs  must  be 
able  to  detect  all  types  of  trends  that  may  affect  how  technol¬ 
ogy  is  used  in  the  organization.  As  CIO  magazine  put  it  in  a 
2012  cover  story:  “CIOs  are  used  to  projecting  technology 
trends.  But  being  an  in-house  futurist  will  require  CIOs  to 
envision  the  implications  of  bigger  changes:  how  workers 
work,  how  consumers  consume  and  how  suppliers  supply.” 

Understanding  each  of  these  concepts  and  the  ability 
to  succinctly  articulate  each  to  your  CFO  should  improve 
your  relationship  as  the  key  technology  adviser.  In  turn, 
your  CFO  will  be  better  armed  to  make  financial  decisions 
and  make  recommendations  to  the  CEO,  board  of  directors, 
banks  and  key  investors. 

David  McLaughlin  is  president  and  CEO  of  Columbia  Advisory 
Croup,  an  IT  management  consulting  firm. 
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We  offer  a  platform  for  Strategic  Interoperability. 

Our  technology  is  essential  if  you  want  to  make  break¬ 
throughs  in  strategic  initiatives  such  as 
coordinating  care,  managing  population  health,  and 
engaging  with  patient  and  physician  communities. 

Add  our  HealthShare  platform  to  your  EMRs. 

InterSystems  HealthShare®  will  give  you  the  ability 
to  link  all  your  people,  processes,  and  systems  - 
and  to  aggregate,  analyze,  and  share  all  patient  data. 
With  HealthShare,  your  clinicians  and  administrators 
will  be  able  to  make  decisions  based  on  complete 
records  and  insight  from  real-time  analytics. 


InterSystems" 

lnterSystems.com/Ability4F 
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Bugs  Are  Not  an  Option 

At  nuclear  power  plants,  typical  quick-and-dirty  methods  of 
building  mobile  apps  don't  apply  by  Stephanie  overby 

Mobile  app  development  is  usually  cheap,  fast  and  dirty:  introduce  some  functionality  and  fix 
the  problems  over  time.  At  Westinghouse  Electric,  however,  there’s  no  room  for  error  in  the  devel¬ 
opment  of  a  tablet  application  critical  for  testing  the  nuclear  power  facilities  it  builds  for  electricity 
providers  around  the  world. 

Westinghouse’s  new  all-digital  APIOOO  nuclear  power  plants  undergo  two  years  of  rigorous 
testing  of  their  100  systems.  And  the  development  of  an  application  to  streamline  that  process  is 
also  expected  to  take  that  long,  on  top  of  two  years  already  spent  searching  for  the  right  mobile 
development  partner  and  toolkit.  Work  began  this  year  with  vendor  Copper  Mobile,  and  the  appli¬ 
cation  won’t  be  live  until  2016. 

“We  have  to  make  sure  the  procedures  we  use  to  manipulate  a  plant  are  very  precise,”  says  ►  ► 
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Splunk"  software  helps  organizations  turn  machine-generated  big  data  into 
Operational  Intelligence— valuable  insight  that  can  make  your  company  more 
productive  and  more  profitable.  Over  two-thirds  of  the  Fortune  100  use  Splunk 
software  to  gain  a  competitive  advantage  and  protect  their  business,  but  only 


a  few  of  them  will  talk  about  it. 


►  ►  App  Development  Continued  from  page  20 


I 


Robert  Butera,  director  of  enterprise  applications 
and  development  systems  at  Westinghouse.  “It’s 
nuclear  safety  culture:  Stop,  think,  act,  review.” 

In  an  industry  that  operates  under  the  specter 
of  incidents  such  as  the  Chernobyl  disaster  in  1986 
and  failures  at  Fukushima  following  the  Sendai 
earthquake  in  2011,  slow  is  the  prudent  way  to  go. 

The  new  system  will  replace  paper-based  proc¬ 
esses— 100,000  pages  of  tests  that  are  duplicated 
up  to  six  times— with  a  mobile  app  that  can  be 
taken  into  the  field  and  record  results,  which  are 
then  consolidated  into  a  master  record  for  regula¬ 
tors  and  auditors.  “We  believe  we  can  shorten  the 
time  it  takes  to  do  the  testing  program  and  reduce 
the  potential  for  human  error,”  says  Greg  Weaver, 
Westinghouse’s  manager  of  AP1000  preoperational 
testing.  “If  errors  occur,  we  have  to  retest  all  the  sys¬ 
tems,  causing  delays,”  he  says,  and  that  “costs  a  lot 
of  money.”  Indeed,  it  costs  $1  million  for  every  day 
a  plant  doesn’t  produce  electricity,  he  says. 

The  project  is  proceeding  in  phases.  First,  the 
teams  will  demonstrate  that  the  conversion  from 
paper  to  tablet  works.  Then  they  will  work  on  the 
testing  functionality.  Eventually  they  will  build  a 
dashboard  allowing  those  at  the  corporate  com¬ 
mand  center  to  see  test  results.  Then  there  will  be 
a  pilot  at  nuclear  plants  in  Georgia  and  South  Caro¬ 
lina.  Throughout,  programmers  at  vendor  Cooper 
Mobile  are  using  agile  development  processes  and 
breaking  the  work  into  two-week  sprints. 

While  it’s  not  fast,  it  isn’t  necessarily  more 
expensive  to  develop  a  mobile  application  this 
meticulously,  says  Don  Remlinger,  an  IS  business 
process  consultant  at  Westinghouse.  “Anything  that 
appears  to  cost  more  is  far  outweighed  by  avoiding 
untested  scenarios  on  the  back  end,”  he  explains. 

Two  big  challenges  have  been  connectivity  and 
security.  There’s  not  always  a  wireless  connection 
in  the  bowels  of  a  power  plant.  Some  buildings— in 
China,  for  example— prohibit  wireless.  The  appli¬ 
cation  will  enable  users  to  work  offline  and  upload 
results  later.  In  addition,  the  Nuclear  Regulatory 
Commission  has  strict  cybersecurity  protocols  with 
which  Westinghouse  must  comply. 

The  mobile  app  will  cut  annual  paper  costs  by 
$120,000,  Westinghouse  says.  It  should  reduce 
errors  and  testing  time.  Plus,  Weaver  says,  the 
mobile  app  could  also  make  money:  The  company 
may  sell  it  to  others  in  the  nuclear  industry. 


Stephanie  Overby  is  a  freelance  writer  based  in 
Massachusetts. 
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California  Court  Ruling 
Upsets  BYOD  Plans 
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BY  TOM  KANESHIGE 

In  what  could  be  a  major  blow  to  bring-your-own-device 
(BYOD)  programs,  the  California  Court  of  Appeal  ruled  in 
August  that  companies  must  reimburse  employees  for 
work-related  use  of  personal  cellphones.  Specifically,  the 
court,  in  Cochran  v.  Schwan's  Home  Service,  stated: 

"We  hold  that  when  employees  must  use  their  personal 
cellphones  for  work-related  calls,  Labor  Code  section  2802 
requires  the  employer  to  reimburse  them,  Whether  the 
employees  have  cellphone  plans  with  unlimited  minutes  or 
limited  minutes,  the  reimbursement  owed  is  a  reasonable  per¬ 
centage  of  their  cellphone  bills." 

The  court  said  reimbursement  is  required  even  if  the 
employee  incurs  no  additional  expense  due  to  work-related 
calls.  "Otherwise,"  the  court  reasoned,  "the  employer  would 
receive  a  windfall  because  it  would  be  passing  its  operating 
expenses  onto  the  employee." 

The  ruling  is  limited  to  California,  and  the  specific  case  still 
must  go  to  trial,  but  the  precedent  in  employment  law  could 
eventually  affect  BYOD  programs  nationwide. 

"So  goes  California,  so  goes  the  rest  of  the  country,"  says 
David  Schofield,  a  partner  at  Network  Sourcing  Advisors,  a 
consultancy  that  advises  companies  on  mobile  device  policies. 
"There  are  other  states  that  have  similar  language  within  their 
labor  laws,  It  really  depends  on  this  case.  Even  if  it  doesn't  win 
in  California,  this  doesn't  stop  someone  from  using  what  they 
learned  from  a  failed  California  attempt  to  succeed  somewhere 
else-say.  New  York." 

Death  Knell  for  BYOD?:  "I  think  this  is  going  to  be  a  [BYOD] 
deal-killer  for  a  lot  of  companies,  especially  those  that  have  a 
significant  California  employee  base,"  says  Hyoun  Park,  chief 
research  officer  at  Blue  Hill  Research. 

The  court  decision  provides  no  guidance  on  what  percent¬ 
age  of  the  employee's  cellphone  bill  would  be  a  reasonable 
reimbursement.  "The  ruling  states  that  this  type  of  thing  has 
to  be  figured  out  on  an  individual  basis,"  Park  says.  "That's  a  big, 
messy  cauldron  in  the  making," 

Many  tech  vendors  today  help  CIOs  manage  BYOD  expense 
reimbursements,  paycheck  stipends,  even  credits  on  phone 
bills  to  offset  the  work-related  usage.  However,  these  are  usu¬ 
ally  flat,  monthly  payments,  often  based  on  tiered  systems. 

"That's  actually  a  problem  with  this  ruling  from  a  technical 
perspective,"  Park  says.  "The  court  didn't  care  about  whether 
you  bought  100  megabytes  or  an  unlimited  plan.  They're  just 
saying  that  the  company  should  pay  for  a  portion  of  the  bill." 


Tom  Kaneshige  is  a  senior  writer  for  C10.com. 
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Innovative.  Reliable.  Seamless 


NTT  Communications  provides  Honda  with  seamless 

! '  — ICT  solutions  that  strengthen  Honda's  Global  Supplier 

Network  for  large  CAD  data  transfers  —  encompassing 

,  r  10, ODD  suppliers  in  56  countries.  By  leveraging  NTT  Corn's 
■  $ 

cloud,  Honda  has  now  increased  its  file-sharing  speed 
1 4  times  faster  and  has  cut  the  time  for  adding  branch  offices 
by  90%  —  resulting  in  greater  agility  and  cost  efficiency 
for  Honda's  global  product  development,  procurement, 
y  !  and  production  operations. 
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Filling  the  Pharma  Niche 

A  drugmaker  turns  to  a  cloud  service  tailored  to  the  specific  needs  of 
the  life  sciences  industry-and  its  regulations  by  bob  violino 


Cloud  services  designed  specifically 
for  particular  industries  are  becom¬ 
ing  more  common,  especially  in 
highly  regulated  fields.  That  benefits 
companies  such  as  Questcor  Pharma¬ 
ceuticals,  which  wanted  a  cloud-based 
CRM  system  but  couldn’t  find  what  it 
needed  from  one-size-fits-all  vendors. 

As  a  specialty  drug  maker,  Quest¬ 
cor  needed  pharma-specific  capabili¬ 
ties  to  meet  its  needs  for  regulatory 
compliance,  plus  the  agility  to  help  get 
products  to  market  quickly.  (The  com¬ 
pany  was  recently  acquired  by  global 
specialty  pharmaceutical  company 
Mallinckrodt,  in  a  $5.8  billion  deal.) 

Questcor  deployed  a  cloud  offer¬ 
ing  from  Veeva  that  is  aimed  specifi¬ 
cally  at  the  life  sciences  market.  The 
service  is  designed  to  help  life  sciences 
companies  with  strategic  issues  such 
as  getting  drugs  to  market  faster, 
maximizing  sales  of  existing  drugs 
and  maintaining  compliance  with 
government  regulations.  The  Veeva 


cloud  offering,  which  Questcor  uses 
as  its  sales  management  platform, 
includes  CRM  and  content  manage¬ 
ment  capabilities. 

The  benefits  of  the  cloud  go  well 
beyond  cost  savings,  says  Behrooz 
Najafi,  vice  president  of  IT  at  Quest¬ 
cor.  “Using  cloud  initially  [might]  be 
viewed  as  an  opportunity  to  help  keep 
costs  under  control  in  IT.  But  I  argue 
cloud  solutions— in  this  case  a  verti¬ 
cal  cloud  CRM— have  done  more  in 
making  IT  functions  more  strategic 
and  business-focused,”  he  says. 

Economies  of  Scale 

An  industry-specific  cloud  allows 
IT  to  tap  the  expertise  of  a  vendor 
partner  that  has  economies  of  scale 
and  can  provide  cloud  services  “bet¬ 
ter,  faster  and  more  cost  effectively,” 
Najafi  says.  “And  this  in  turn  allows 
IT  organizations  to  be  more  nimble 
and  focus  on  business  and  value-add 
activities  such  as  analytics  and  busi¬ 


ness  process  transformation.” 

Questcor’s  cloud-based  CRM  sys¬ 
tem  was  up  and  running  in  about  three 
months,  whereas  a  traditional  system 
would  have  taken  12  months  or  more 
to  deploy.  “Also,  being  a  vertical  cloud 
designed  for  life  science,  it  was  a  better 
fit  for  us  and  had  features  not  available 
in  a  traditional  CRM,”  Najafi  says. 

Expect  the  use  of  vertical  clouds 
to  increase,  says  Gartner  analyst  Ed 
Anderson.  “Examples  where  we’ve 
seen  community  clouds— what  we’d 
call  an  industry-specific  cloud— 
include  government,  education, 
financial  services  [including  stock 
exchanges,  insurance  and  wealth 
management]  and  healthcare,” 
Anderson  says.  “These  industries 
are  drawn  to  the  use  of  common  cloud 
services  [because  of]  the  regulatory 
issues  they  deal  with.” 


Bob  Violino  is  a  freelance  writer  based  in 
New  York. 


Leading  Reason  for  Cloud  Investments:  Business  Agility 


Companies  that  aggressively  adopt  cloud  computing  are  gaining 
competitive  advantage  by  increasing  business  agility  and  reduc¬ 
ing  complexity,  according  to  a  study  by  Harvard  Business  Review 
Analytic  Services. 

Angelia  Herrin,  research  director  at  HBR,  says  70  percent  of 
respondents  to  HBR's  survey  have  adopted  cloud  computing  and 
35  percent  of  the  adopters  "are  very  aggressively  moving  forward 
wherever  it  makes  sense."  Of  the  aggressive  adopters,  56  percent 
report  they  are  gaining  "significant  advantage"  as  a  result, 

"The  people  that  are  really  getting  competitive  advantage  are 
the  ones  who  are  moving  aggressively,"  Herrin  says.  "And  they're 
certainly  not  leading  with  cost  as  a  reason  to  do  this," 

The  study,  sponsored  by  Verizon  and  based  on  a  survey  of  527 
Harvard  Business  /?ei//£w  readers  in  large  and  midsize  companies, 
categorized  companies  as  cloud  enthusiasts  (aggressive  adopt¬ 
ers),  moderates  and  cautious  adopters.  Business  agility  was  the 


leading  reason  for  cloud  adoption  among  all  respondents,  fol¬ 
lowed  by  increased  innovation,  lower  costs  and  the  ability  to  scale 
IT  up  and  down  in  response  to  demand. 

"Not  even  the  cautious  adopters  led  with  'it  really  saves  money,"' 
Herrin  says.  "If  you're  stuck  on  using  new  technologies  like  cloud 
just  to  save  money,  you're  really  losing  out.  Agility  leads  to  being 
able  to  do  things  like  enter  new  markets,  improved  productivity 
and  improved  responsiveness  to  customers." 

Among  the  companies  that  have  already  begun  to  adopt  cloud 
computing,  37  percent  said  it  had  simplified  internal  operations, 
and  23  percent  cited  faster  rollout  of  new  business  initiatives  to 
exploit  new  opportunities. 

Herrin  says  that  companies  that  are  successful  at  using  the 
cloud  for  competitive  advantage  tend  to  have  two  things  in  com¬ 
mon:  a  CEO  who  supports  digital  transformation,  and  a  CIO  who  is 
leading  the  charge.  -Thor  Olavsrud 


ADVERTORIAL 


Cloud  Services  Optimize 
Business 

ADAPTING  TO  CHANGING  BUSINESS  AND  IT  REQUIREMENTS 


Market  a 
Pulse 


New  research  from  IDG  shows  that  organizations  are  relying 
on  cloud  computing  and  recovery  services  to  optimize  busi¬ 
ness  outcomes.  Here's  why  IT  leaders  are  viewing  the  cloud 
as  a  strategic  business  driver. 

New  IDG  research  findings  reveal  that  organizations  are 
increasingly  relying  on  cloud  services  to  meet  business 
objectives,  reduce  operating  and  working  capital  costs, 

"do  more  with  less"  —and  flexibly  accommodate  today's 
mobile  workforce. 

Cloud  services  have  already  enabled  and  empow¬ 
ered  a  variety  of  industries  —  such  as  travel,  healthcare, 
services,  finance,  and  manufacturing  — to  respond  quickly 
to  customers,  manage  growth,  and  align  service  levels  to 
shifting  market  demands 

Ongoing  security  concerns  aside,  organizations  that 
have  deployed  cloud  services  have  realized  improved 
efficiency,  increased  agility,  attained  greater  flexibility,  and 
driven  better  business  outcomes.  Software-as-a-Service  or 
SaaS  is  the  most  widely  used  cloud  initiative  today. 

Organizations  are  also  pinning  their  hopes  on  cloud 
recovery  services  to  ensure  high  availability  and  protect 
their  business  from  potential  financial  losses  incurred 
by  outages.  The  top  benefits  of  cloud  services,  say  IDG 
research  respondents,  are: 

■  Faster  recovery  and  reduced  disaster  recovery 
costs  (58%) 

■  Reduced  downtime  (44%) 

■  Improved  reliability  (38%) 

Significantly,  78%  of  those  already  investing  in  cloud 
recovery  services  acknowledge  faster  recovery  as  a  benefit. 
IT  leaders  who  have  not  yet  invested  in  cioud-recovery 
services  can  clearly  learn  from  peers  with  first-hand 
experience. 

The  cloud  services  world  is  evolving  and  a  "one  cloud 
fits  all"  approach  doesn't  apply  to  today's  complex  IT 
environments.  With  IT  initiatives  now  so  closely  aligned 
with  the  business,  a  successful  cloud  strategy  must  simi¬ 
larly  align  with  overall  business  goals.  Doing  so  requires 
careful  strategic  planning  and  choosing  a  solution  in  synch 
with  business  objectives  as  well  as  varying  workload  and 
cloud  service  performance  requirements. 

Melissa  McCoy,  vice  president,  channel  strategy  and 
programs,  Sungard  Availability  Services  says,  "Build  a  stra¬ 
tegic  business  case  that  brings  value  and  drives  outcomes, 


CIO  TAKEAWAYS 

■  Mobility,  together  with  pressure  to  reduce 
costs  and  "do  more  with  less,"  are  increasing 
organizations'  reliance  on  cloud  services. 

■  SaaS  is  the  most  widely  used  cloud  service 
today. 

■  58  percent  of  IDG  Research  survey  respon¬ 
dents  cite  faster  recovery  and  reduced  disaster 
recovery  costs  as  the  top  benefit  of  cloud 
recovery  services. 

■  Nearly  half  of  survey  respondents  either  have 
invested  in  cloud-recovery  services  or  plan  to  do 
so  in  the  next  one  to  two  years. 


whether  it's  agility,  availability  or  flexibility.  Take  into  consid¬ 
eration  the  journey  into  the  cloud." 

Sungard®  Availability  Services™  bring  more  than  30 
years  of  experience  providing  flexible  availability  services 
—  managed  IT  services,  information  availability  consulting 
services,  business  continuity  management  software,  and 
disaster  recovery  services  -  to  clients  in  North  America, 
Europe  and  India.  Sungard  AS  and  EMC2  work  together  to 
provide  companies  with  true  business  continuity  and  resil¬ 
iency  including:  tier  1  production  data  protection,  tape-free 
data  protection,  4-hour  automated  server  recovery,  and  a 
fully  managed  disaster  recovery  program. 

Tony  McCoy,  vice  president,  Americas  services 
providers  and  alliances  at  EMC2  says,  "Cloud  services  today 
must  provide  an  optimum  mix  of  flexibility  and  scale  to 
meet  varying  recovery  time  and  recovery  point  needs.  This 
way  they  can  help  organizations  become  more  resilient 
and  better  prepared  for  volatile  market  shifts  and  what-if 
scenarios  in  a  fluctuating  global  economy."  ■ 


To  learn  more  about  these  exclusive  research  findings 
and  download  a  free  white  paper,  go  to: 
www.sungardas.com 


Cl 


3  EMC 


Strategic  Marketing  Services 


SUNGARD* 

AVAILABILITY 

SERVICES" 


COVER  STORY  ::  Case  Study 


Former  CEO  Ron  Johnson  sought  , 
to  inject  some  cool  into  J.C.  Penney 
stores,  including  RFID  and  roving 
checkout  clerks  with  iPads,  but  he 
lasted  only  17  months. 


How  It  Got  So  Bad 

In  the  past  few  years,  the  retail  industry  has  faced  the  greatest 
time  of  transformation  since  the  Web  emerged  as  a  commercial 
force,  Buzek  says.  That’s  enough  stress  for  any  company.  But  J.C. 
Penney  was  already  in  a  bad  way,  losing  money,  shoppers  and 
reputation.  Then  2011  was  the  year  it  all  exploded.  Financial 
results  had  drastically  deteriorated  when  the  recession  hit,  as  a 
2007  profit  of  $1.1  billion  turned  to  a  loss  of  $152  million  in  2011. 

While  other  retailers  were  installing  new  technologies  to  catch 
rising  online  sales  and  satisfy  customers  demanding  omnichannel 
retail  options,  J.C.  Penney  was  moving  slowly,  hamstrung  by  hun¬ 
dreds  of  custom  applications  whose  maintenance,  company  execu¬ 
tives  calculated,  ate  up  95  percent  of  the  $400  million  IT  budget. 

“Retail  CIOs  have  chronically  underspent  for  generations. 
Now  the  future  is  based  on  your  ability  to  have  state-of-the-art 
technologies,”  says  Brian  Kilcourse,  managing  partner  at  Retail 
Systems  Research  and  a  former  CIO  at  Longs  Drugs. 

Mike  Ullman,  a  retail  lifer  who  had  led  the  company  since 
2004,  stepped  down  as  CEO  in  2011  as  a  couple  of  activist 
board  members  agitated  for  someone  new.  That  someone  was 
Ron  Johnson,  a  golden  child  from  Apple.  Johnson  had  worked 
directly  with  Steve  Jobs  to  develop  Apple  stores,  a  risky  idea 
now  regarded  as  one  of  the  most  successful  retail  launches  in 
history.  Johnson  swept  into  J.C.  Penney  intending  to  remake  not 
just  the  ailing  retailer  but  the  entire  department  store  segment. 
He  wanted  to  go  upscale  with  the  latest  technology  to  enhance 
the  customer  experience.  He  also  sought  to  change  the  look  of 


the  stores  as  well  as  the  retailer’s  pricing  strategy,  which  relied 
on  frequent  discounts  and  promotions  to  attract  shoppers.  At 
one  point,  he  discussed  getting  rid  of  cash  transactions. 

“He  came  in  with  ideas  he  wanted  to  execute  right  away,”  says 
a  former  CIO  at  J.C.  Penney,  who  declined  to  be  named.  “We  [in 
IT]  talked  to  him  but  he  had  a  mindset.” 

But  traditional  bargain-minded  customers  quickly  rejected 
Johnson’s  changes.  They  didn’t  want  an  experience.  They 
wanted  affordable  clothes.  The  board  of  directors  disliked  the 
sinking  sales  and  requested  Johnson’s  resignation  after  just  17 
months  on  the  job.  The  board  then  asked  Ullman  to  come  back. 
After  18  months,  the  company  announced  in  October  that  Ull- 
man’s  role  as  caretaker  CEO  will  end  with  Ellison’s  elevation 
from  president  to  CEO  in  August. 

“J.C.  Penney  is  a  brand  on  life  support,”  says  Doug  Stephens, 
president  of  Retail  Prophet,  a  management  consulting  company. 
“I  liken  this  to  a  doctor  examining  a  patient  and  he  says,  ‘You 
have  a  chronic  illness  and  we  have  to  do  surgery  immediately.’ 
That  was  Johnson,”  Stephens  says.  “Halfway  through  the  pro¬ 
cedure,  everyone  gets  squeamish  and  they  close  the  patient  up, 
pretend  nothing  happened  and  replace  the  surgeon.  In  comes 
Ullman,  and  everyone  goes  back  to  the  status  quo.” 

Ullman  contends  J.C.  Penney  will  be  revived.  “The  company 
was  down  but  not  anywhere  near  out,”  he  told  Wall  Street  ana¬ 
lysts  in  October,  at  an  event  to  tout  his  turnaround.  “We’re  back. 
We’re  driven.  We’re  once  again  competing  effectively,”  he  said 
amid  speeches,  videos  and  a  fashion  show. 
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Adding  a  single  patch  panel? 

You’ve  done  it  the  hard  way:  Call  a  cabling 
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security  clearance,  schedule  everyone’s 
time,  supervise  the  installation,  and  pay 
big  bucks. 
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Now  try  it  the  easy  way:  Order  a  Plug  & 
Play  pre-terminated  patch  panel  system 
from  Cablesys,  install  it  yourself  in  less 
than  10  minutes  and  pay  less  than  50%  of 
the  installation  cost  -  guaranteed. 

Enterprise  data  centers  are  using  our 
Plug  &  Play  pre-terminated  patch  panel 
systems  to  add  one  panel  or  to  deploy 
500  panels  to  500  locations  nationwide. 
Keep  doing  it  the  hard  way  or  try  the  easy 
way?  It’s  your  call! 
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Surviving  a  New  CEO 

A  regime  change  is  a  treacherous  time  for  the 
CIO  and  needs  to  be  managed  carefully 

A  CIO  can  find  himself  in  a  precarious  position  when  a  new  CEO 
comes  to  town,  There's  always  the  chance  that  the  new  boss  will  bring  in 
his  own  people,  executives  known  and  trusted  from  prior  companies,  Culti¬ 
vating  a  healthy  relationship  requires  time,  But  when  the  board  of  directors 
hires  a  new  leader,  there's  often  something  going  wrong  at  the  company.  In 
turnaround  mode,  time  is  one  thing  no  one  seems  to  have, 

For  a  CIO,  developing  the  right  perspective  helps. 


►  The  new  boss  brings  his  own  ideas  about  specific  technologies,  the 
role  of  the  CIO  and  the  place  of  the  IT  group  in  the  corporate  hierarchy.  Find 
out  what  they  are,  says  Greg  Buzek,  founder  and  president  of  IHL,  a  retail 
technology  consulting  company.  Talk  to  people  you  know  in  common  and 
read  up  on  what  he  did  at  his  last  few  companies.  Then,  says  Buzek,  assess 
where  your  views  and  his  coincide-or  don't-"to  find  places  to  start  relation¬ 
ship-building  conversations.'' 


►  Don't  wait  for  the  CEO  to  hand  down  a  fully  formed  strategy,  even 
if  he's  there  to  shake  things  up,  says  Doug  Stephens,  president  of  Retail 
Prophet,  a  management  consulting  company,  CIOs  should  always  be  devel¬ 
oping  a  vision  of  the  business  future  for  the  company,  he  says.  Present 
your  vision,  or  at  least  some  pieces  of  it,  in  early  discussions  with  a  new 
CEO,  That  shows  you're  business-minded  and  willing  to  share  information 
the  CEO  may  not  have.  "You're  wise  to  be  proactive,"  Stephens  says, 


►  Finally,  be  strategic  for  your  own  sake.  The  CEO  may  still  decide  to 
overhaul  the  senior  team,  even  if  you've  started  to  build  a  relationship  with 
him,  "Don't  lose  your  network  and  visibility  in  the  industry,"  Buzek  advises, 
"Keep  those  relationships  going."  -K.5.N, 


DISASTER  1 

iPods,  iPads,  Aye  YiYi 

Johnson  sought  to  inject  some  cool  into  J.C. 

Penney  stores,  moving  cluttered  racks  and 
shelves  to  create  clean,  open  spaces,  specialty 
shops  and  denim  bars  where  shoppers  could 
consult  about  their  next  pair  of  Levi’s.  Part  of 
the  new  panache  would  come  from  technol¬ 
ogy.  Checkout  counters  would  be  eliminated 
and  store  associates  with  iPods  and  iPads 
would  roam  around  to  help  customers  check 
out  on  the  spot.  Wi-Fi  and  RFID  tags  would 
make  items  quickly  scannable. 

Getting  a  younger,  richer  customer  into 
the  store  was  just  one  goal.  Johnson  wanted 
much  more.  He  envisioned  his  stores  as  town 
squares,  offering  a  variety  of  niche  shops  for 
customers  to  browse  as  they  strolled  aisles  14 
feet  wide  and  dotted  with  beverage  stations 
and  comfy  chairs.  Kids  would  have  mats  to 
play  on  and  Legos  to  play  with,  and  there’d 
be  candy  stores.  As  he  told  analysts  in  2012, 

“We  are  going  to  create  a  new  category  that 
we  call  the  specialty  department  store  and 
we  think  it  is  going  to  be  profound.” 

In  2013,  the  company  started  to  rip  out 
cash  registers,  on  a  pace  to  eliminate  all  of 
them  by  2014.  Every  store  employee,  John¬ 
son  promised,  would  get  an  Apple  device 
loaded  with  18  applications  for  mobile 
checkout,  training  and  other  tasks.  He 
expected  to  have  it  all  built  by  2015  and  for 
J.C.  Penney  to  be  “in  demand  by  the  malls.” 

It  didn’t  happen.  Johnson  left  in  the 
middle  of  the  revamp,  leaving  the  company 
caught  between  strategies,  says  the  former 
CIO.  Early  in  Johnson’s  tenure,  for  example, 

IT  had  started  to  install  a  new  merchandise  planning  system 
from  Oracle,  the  former  CIO  says.  “When  Mike  came  back,  they 
backed  off.” 

Meanwhile,  the  stores  were  stuck  in  limbo:  Few  checkout 
counters,  but  no  mobile  checkout  devices.  As  a  result,  custom¬ 
ers  were  the  ones  roaming  around,  wondering  where  to  pay  for 
their  clothes  and  housewares.  To  make  sure  last  year’s  back- 
to-school  shoppers  didn’t  get  frustrated,  J.C.  Penney  wheeled 
2,800  carts  with  cash  registers  on  them  into  stores  and  eventu¬ 
ally  reinstalled  1,400  permanent  counters. 

DISASTER  2 

RFID  and  Thievery 

Johnson,  who  spoke  of  his  “vision  dream”  and  “magic”  when 
describing  J.C.  Penney ’s  future,  seems  to  have  overlooked  some 
technology  practicalities. 

By  tagging  clothing  and  home  products  with  RFID  chips,  J.C. 
Penney  aimed  to  provide  fast  mobile  transactions  and  better 


inventory  tracking.  For  many  retailers,  RFID  has  also  become 
an  important  piece  in  building  omnichannel  capabilities,  says 
Kilcourse,  the  retail  IT  consultant. 

Traditional  supply  chain  systems  presumed  that  products 
are  pushed  out  to  warehouses  and  distribution  centers  and  that 
stores  are  the  final  destination.  But  omnichannel  retail  allows 
demand  and  fulfillment  to  occur  in  multiple  directions.  A  des¬ 
tination,  like  a  store,  can  also  be  a  source  of  fulfillment. 

Retailers  must  analyze  real-time,  accurate  inventory  data  to 
know  where  the  best  place  is  to  fulfill  an  order.  “Best”  may  mean 
most  profitable,  least  expensive  or  most  convenient  to  you  or  to 
your  customer.  And  those  criteria  may  be  weighted  differently 
at  different  times,  depending  on  shifting  revenue  or  profit  goals. 
You  define  the  algorithm,  Kilcourse  says,  but  the  key  is  to  start 
with  excellent  inventory  visibility.  “You  have  to  be  able  to  see 
the  merchandise,”  he  says,  “no  matter  where  it  is.” 

Johnson  also  saw  RFID  as  valuable  for  a  more  accurate  and 
ongoing  view  of  inventory. 

As  RFID  chips  and  sensors  were  rolled  out  in  2013,  employ- 
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ees  removed  the  traditional  bulky 
plastic  security  devices  from  tens 
of  thousands  of  items.  That’s  in 
part  because  cashiers  with  Apple 
devices  would  no  longer  have  access 
to  the  special  removal  tool  usually 
built  into  checkout  counters. 

Unfortunately,  the  company 
discovered  its  security  plan  now 
had  holes.  One  problem  was  that 
RFID  signals  could  be  thwarted  by 
shoplifters.  A  well-known  tactic 
among  thieves  is  to  line  a  bag  with 
aluminum  foil  to  disrupt  the  RFID 
signal  and  walk  away  with  mer¬ 
chandise,  undetected,  Buzek  says. 

Plus,  the  company  didn’t  set 
up  RFID  readers  at  all  store  door¬ 
ways,  which  could  have  sensed 
active  RFID  tags  passing  through, 
says  Steve  Karrmann,  a  former 
manager  in  J.C.  Penney’s  supply 
chain  group.  Karrmann,  who  led  the  RFID  deployment,  says 
the  security  implications  of  using  RFID  alone  got  short  shrift. 

“Shrink,”  which  is  retail  jargon  for  theft  and  otherwise  unex¬ 
plained  missing  inventory,  jumped  so  much  it  cost  1  percent  of 
J.C.  Penney’s  profit  margin  for  the  third  quarter  of  2013.  When 
Ullman  arrived,  the  plastic  devices  were  quickly  reinstated. 

“There  was  a  lot  of  investment  in  desire,”  Buzek  says,  “but  it 
was  somewhat  misguided.” 

DISASTER  3 

Mismanagement  forthe  Ages 

Under  Johnson,  the  IT  department  was  effectively  shut  out  from 
decisions  about  some  technologies,  such  as  the  Oracle  merchan¬ 
dise  planning  system,  says  the  former  CIO.  “Ron  had  his  mind 
set  on  what  he  wanted  to  do  and  a  set  of  people  he  wanted  to 
bring  in.  That  was  the  way  it  was  going  to  go.  You  could  see  it 
written  on  the  wall.” 

That’s  different  from  life  with  Ullman,  he  adds.  “IT  had  a 
seat  at  the  table  with  Mike.” 

Multiple  changes  in  IT  leadership  probably  didn’t  help 
morale  or  clarity.  After  Johnson  arrived  as  CEO  in  2011,  the  CIO 
office  had  a  revolving  door.  Late  that  year,  group  executive  vice 
president  Tom  Nealon  left;  he  had  overseen  IT,  digital  ventures, 
e-commerce  and  customer  insights.  Ed  Robben,  who  was  CIO 
under  Nealon,  left  in  early  2012,  soon  after  Johnson  hired  a  for¬ 
mer  Apple  colleague,  Kristen  Blum,  as  CTO.  Johnson  resigned 
in  April  2013  and  Blum  left  two  months  later.  J.C.  Penney  then 
gave  a  $50,000  bonus  to  Scott  Laverty,  the  head  of  business 
solutions,  to  step  in  as  interim  CIO.  In  September  2013,  he  was 
promoted  to  full-time  CIO,  where  he  is  today. 

For  any  IT  staff,  such  turnover  “is  very  confusing,”  Buzek 
says.  At  J.C.  Penney,  the  IT  group  also  had  to  digest  an  abruptly 
changing  agenda  and  big  layoffs:  Johnson  had  cut  19,000 
employees,  including  some  in  IT. 


Even  Johnson  shifted  his  own 
strategy.  In  product  pricing,  for 
example,  he  at  first  nuked  J.C.  Pen¬ 
ney’s  routine  coupons  and  predict¬ 
able  markdowns  in  favor  of  three 
tiers  of  pricing  and  no  promotions. 
Customers  didn’t  buy  in,  so  he  ran 
some  promotions.  Every  time  pric¬ 
ing  changed,  however,  so  did  the  IT 
systems  to  support  it. 

“The  big  hit  to  IT  for  J.C.  Penney 
was  the  start  and  stop,”  Buzek  says. 

Ullman’s  and  Johnson’s  per¬ 
sonal  styles  couldn’t  be  more  dif¬ 
ferent,  says  Sydney  Finkelstein,  a 
professor  of  strategy  and  leader¬ 
ship  at  Dartmouth’s  Tuck  School  of 
Business.  “One  CEO  is  incremental. 
One  is  blow  it  all  up,”  he  says. 

Style  matters  because  CEOs 
leave  a  big  wake.  Business  plans, 
technology  choices,  energy  and 
morale  stem  from  a  CEO’s  actions  and  behavior,  says  Finkel¬ 
stein,  who  wrote  Why  Smart  Executives  Fail  and  What  You  Can 
Learn  from  their  Mistakes. 

It  wasn’t  necessarily  that  all  of  Johnson’s  IT  ideas  were 
wrong,  but  the  way  he  and  his  fellow  executives  handled  them 
caused  resentment  and  sometimes  confusion  in  a  technology 
group  whose  leadership  was  unstable. 

For  example,  Johnson  flat-out  said  that  the  company  had 
“overspent”  on  IT,  at  2.4  percent  of  sales.  It  should  be  about  1.5 
percent,  he  told  Wall  Street  analysts  in  2012.  He  and  hand¬ 
picked  COO  Mike  Kramer  were  publicly  incredulous  that  they 
found  492  applications  running  at  J.C.  Penney.  “I  can  think  of 
no  other  thing  to  say  about  our  systems  and  our  IT  infrastruc¬ 
ture— and  I  have  seen  a  lot  of  them.  It  is  a  mess,”  Kramer  told 
Wall  Street  analysts  in  2012. 

The  customization  of  those  applications  was  also  a  problem, 
in  part  because  it  required  more  IT  staffers  and  a  bigger  budget 
to  maintain  them,  Kramer  said,  adding  “that  costs  money;  that 
is  what  drives  head  count.”  He  and  Johnson  said  maintenance 
took  95  percent  of  the  IT  budget  and  they  intended  to  cut  the 
number  of  applications  to  100. 

Simplification  is  good,  but  so  is  a  more  delicate  touch,  Fin¬ 
kelstein  says.  He  named  Johnson  one  of  the  worst  CEOs  of  2013, 
for  losing  billions  in  sales  and  profits,  watching  the  stock  price 
drop  by  half  and  trying  to  change  radically  the  relationship 
between  the  company  and  customers  without  ever  testing  his 
theories.  Johnson  ostentatiously  commuted  between  California 
and  Texas  on  a  company  jet,  Finkelstein  says.  “It  was  obvious 
he  wasn’t  listening  to  anything.”  And  the  six  executive  vice 
presidents  Johnson  hired  seemed  to  go  along,  sold  on  his  radi¬ 
cal  vision  for  “revolutionizing”  the  department  store,  he  says. 

What's  Next? 

A  year  ago,  to  raise  money,  J.C.  Penney  sold  20  of  the  240  acres 
of  land  around  its  Dallas-area  headquarters  campus  and 
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entered  into  a  deal  to  develop  the 
rest.  Early  this  year,  the  company 
announced  plans  to  cut  2,000 
more  jobs.  As  of  August,  the  com¬ 
pany  had  spent  $991  million  on 
restructuring  and  management 
transitions  since  2011. 

In  a  talk  at  Stanford  University 
this  year,  Johnson  admitted  he 
and  his  team  “went  way  too  fast,” 
though  he  stood  by  his  business 
strategy,  saying  “I’m  a  creative 
person.  Here’s  a  company  that 
isn’t  ubercreative.”  Johnson  didn’t 
respond  to  emails  seeking  comment. 

With  Ullman  as  a  lame  duck, 

Buzek  says,  some  on  the  IT  team 
may  be  biding  their  time.  “They’ve 
got  to  be  thinking,  Am  I  willing  to 
put  my  career  on  the  line  suggest¬ 
ing  new  things?”’ 

Sales  at  J.C.  Penney  have  increased  a  bit.  The  company 
reported  revenue  of  $5.6  billion  for  the  first  half  of  2014,  up 
5.7  percent  compared  to  the  same  period  last  year.  Losses  were 
smaller:  $172  million  in  the  red  for  the  first  half,  compared  to 
$586  million  last  year.  Ullman,  at  the  elaborate  October  show, 


projected  $3.5  billion  in  new  sales 
in  the  next  three  years,  from  a  com¬ 
bination  of  e-commerce  and  better 
merchandising  in  stores. 

Skepticism  remains.  “They 
have  brought  the  patient  into  a 
state  of  induced  coma,”  Stephens 
says.  “But  that’s  not  going  to  stop 
the  decline.”  Ullman,  Johnson,  Ull¬ 
man  again,  and  now  Ellison-in- 
waiting— it  may  not  matter.  “The 
same  underlying  conditions  exist: 
J.C.  Penney  is  an  antiquated  brand 
that  has  been  catering  to  aging  cli¬ 
entele,”  Stephens  says.  “What  does 
the  future  look  like  when  you  can’t 
attract  future  shoppers?” 

At  the  start  of  his  tenure,  an 
optimistic  Johnson  proclaimed, 
“We  are  going  to  become  an  entirely 
new  class  of  department  store  that 
doesn’t  exist  today.”  Now  the  question  is  whether  J.C.  Penney 
will  exist  tomorrow.  Hl»l 
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an  efficient,  cost  effective  program 
that  will  help  you  place  your  ads 
quickly  and  easily. 


For  more  details,  contact  us 
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that  you  were  looking  for? 


Check  back  with  us  for 
fresh  listings  placed  by 
top  companies  looking  for 
skilled  professionals  like  you! 
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SENIOR  JAVA  DEVELOPER: 

Peterson  Technology  Partners  seeks  quali¬ 
fied  sr.  java  developer  for  its  headquarters 
located  in  Roiling  Meadows,  IL  &  various  & 
unanticipated  work  locations  throughout  the 
U.S.  Develop  and  design  web/mobile  compo¬ 
nents  and  services  to  introduce  new  capabili¬ 
ties  &  services  for  online/mobile  customers 
on  a  highly  scalable  eCommerce  platform. 
Master’s  in  Comp.  Sci.,  Comp.  Information 
Systems  or  foreign  academic  equivalent  (will 
accept  Bachelor’s  in  the  above  fields  plus  5 
yrs  of  related  progressive  exp.  in  lieu  of  Mas¬ 
ter’s)  each  w /  at  least  2  years  exp.  in:  (i)  de¬ 
velopment,  testing,  maintenance  &  support 
of  application  modules  to  ensure  functional 
&  technical  systems  requirements  are  met 
for  eCommerce  systems  &  web  applications; 
(ii)  Development  &  integration  of  web  ap¬ 
plications  incl.  programming  responsibilities 
utilizing  MVC  patterns,  Struts,  Hibernate, 
Design  Patterns,  Java  Servlets,  Javascript, 
JSP,  Ajax,  AXIS,  WSDL  &  SOAP  Web  Ser¬ 
vices  for  client  system  applications  (iii)  Con¬ 
duct  analysis  to  develop  web  solutions  using 
technologies  such  as  Struts  &  Java  Web 
Development  (iv)  Development  &  implemen¬ 
tation  of  backend  systems  utilizing  technolo¬ 
gies  such  as  JMS,  JBOSS  Messaging,  Java 
Multithreading,  JDBC,  XML,  JAXB,  JSch, 
Shell  Scripting,  MySQL  Database  &  Linux 
OS  (v)  Develop,  debug  &  analyze  the  be¬ 
havior  of  the  application  utilizing  tools  such 
as  Eclipse,  TOAD,  Wireshark,  Findbugs  & 
EMMA,  (vi)  Perform  the  application  build,  de¬ 
ployment  using  Ant,  JBOSS  &  Tomcat  serv¬ 
ers.  (vii)  Maintain  source  code  &  track  the 
production  issues  using  Subversion,  Tortoise 
&  TestDirector.  An  EOE.  Respond  by  mail  to 
Peterson  Technology  Partners,  1600  Golf 
Rd,  Ste  1206,  Rolling  Meadows,  IL  60008. 
Refer  to  ad  code:  PTP-102014 


Software  Engineer,  Constant  Contact, 
Waltham,  MA:  Dev  &  deliver  compel¬ 
ling  scalable  user  experiences  on 
distributed  svc  architecture  (email 
products).  Implement  cutting  edge 
web  apps  for  high  volume  SaaS  plat¬ 
form.  Multiple  positions  open.  Min 
Reqs:  Bachelors  or  foreign  equiv  in 
Comp  Eng,  Comp  Sci,  or  rel  field  &  1 
yr  exp  bldg  web  apps  on  distributed 
svc  architectures.  Must  have  knowl¬ 
edge  of  Java  stack  tech  inc  Hibernate, 
Spring  or  other  MVC  framework.  Mail 
resume  to  Matt  Elliott,  1601  Trapelo 
Rd,  Waltham,  M A  02451  ref  job  code: 
CC0914. 


Sr  Quality  Engineer,  Constant  Contact, 
Inc.,  Waltham,  MA.  Work  on  multiple 
quality  engineering  &  software  dev 
projects  to  define  &  write  automated 
tests.  Utilize  Java,  Ruby  or  other 
object-oriented  prog,  language;  SQL; 
&  web  tech,  including  REST,  HTML, 
JSP,  XML,  JSON,  CSS.  Min  Reqs:  BA 
in  Comp  Sci,  Comp  Eng  or  rel  field  &  5 
yrs  quality  eng  &  software  testing  exp. 
Mail  resumes  to  Matt  Elliott,  1601  Tra¬ 
pelo  Rd,  Waltham,  MA  02451  ref  Job 
Code:  CC1001. 
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With  100+  branch  offices  located  across 
the  US,  Experis  US,  Inc.,  is  actively 
recruiting  for  the  following  positions. 

Bl  Developer  -  metro  Milwaukee,  Wl  - 
Code  #BID/sk 

Advanced  Network  Engineer  -  metro 

Milwaukee,  Wl  -  Code  #ANE/mm 

Sr.  Enterprise  Architect  -  metro 

Milwaukee,  Wl  -  Code  #SEA/as 

Sr.  Software  Engineer-  metro  Milwaukee, 

Wl  -  Code  #SSE/tt 

Roving  employ  to  varying  job  sites 
throughout  US.  Use  appropriate 
job  code  when  submitting  resume 
to:  Experis  US,  Inc.,  Attn.  R. Block, 

100  Manpower  Place,  Milwaukee,  Wl 
53212  or  mailto:rblock.resumes@man- 
powergroup.com 

Fast  Enterprises,  LLC  seeks  a  Driver 
Services-Vehicle  Services  Product 
Architect  in  Nashville,  TN  and  any  other 
unanticipated  location  in  the  U.S.  Appli¬ 
cant  must  be  willing  to  work  at  various 
locations  throughout  the  U.S.  that  cannot 
be  anticipated.  For  a  full  job  description, 
please  visit  the  Fast  Enterprises  career 
website  at  http://www.fastenterprises. 
com/.  Please  submit  resumes  to  llloyd@ 
gentax.com 


For  more  details,  contact  us  at: 
itcproduction@itcareers.net 
or  888-455-4646 
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Collars  and  Sense 


Beyond  the  hard  work  of  walking,  feeding  and  cleaning  up  messes,  ensuring  a  pet’s  health  often  involves 
guesswork  because  dogs  and  cats  can’t  describe  how  they  feel.  The  PetPace  smart  collar,  a  regular  pet  collar 
with  a  sensor  device  attached,  aims  to  eliminate  that  mystery.  The  sensor  collects  data  about  the  animal,  such 
as  temperature,  pulse,  movements  and  heart  rate,  and  compares  the  metrics  to  past  records  and  standards 
for  the  breed.  Owners  can  view  the  data  on  the  PetPace  mobile  app  and,  if  the  numbers  are  off,  can  receive 
alerts  via  text,  phone,  email  or  push  notification.  One  example:  “PetPace  has  detected  at  least  two  occasions 
of  pulse  rate  below  50  in  the  last  24  hours.  Please  consult  your  veterinarian.”  The  vet  may  also  follow  data 
about  the  pet  in  real  time  to  monitor  its  condition  or  response  to  medication.  Avi  Menkes,  founder  and  CEO 
of  PetPace,  says  the  collar  can  improve  care.  “It’s  a  better  life  for  pets  and  peace  of  mind  for  pet  owners,”  he 
says.  PetPace  costs  $150,  plus  a  monthly  subscription  fee  of  $16.  —Lauren  Brousell 
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